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ABSTRACT 
The Islamic Insurance (Takaful) industry has been established in Malaysia since the 80s yet people, 
even Muslims, prefer to choose conventional insurance which has caused the growth of the Takaful 
industry to be lower than conventional insurance. The reason being that consumers receive minimal 
electronic word-of-mouth (E-WOM) information in regard to Takaful. Hence, the aim of this research 
is to investigate the measurement of consumers’ E-WOM, intrinsic and extrinsic motives, and satisfac-
tion of Takaful. Data derived from online survey was analysed using descriptive statistics and explora-
tory factor analysis (EFA) via the Statistical Package for Social Sciences (SPSS). The EFA was executed 
using principal component analysis to assess the essential factor items of the data. Statement “I write 
comments on customer reviews about Takaful because of incentives I receive (e.g. cyber money” had 
the highest factor loading, inferring the most important item rated among respondents. This is fol-
lowed by the statement “I write comments on customer reviews about Takaful because I can get dis-
count coupons/rebates on my monthly savings in Takaful”, and the statement “I write comments on 
customer reviews about Takaful because I receive a reward for my writing”. These statements were 
derived from extrinsic motives factor. This study adds to the extant literature on E-WOM and Islamic 
consumer behaviour by developing vigorous measures. Results transport a vibrant viewpoint for com-
panies to identify elements of consumers’ E-WOM, intrinsic and extrinsic motives, and satisfaction re-
lated to Takaful. The implications of study and the directions for future research are also explained. 
 
Keywords: Electronic word-of-mouth, continuance intention, brand loyalty, Islamic insurance, Takaful. 
 
INTRODUCTION 
The Islamic Services Act 2013 defined Islamic Insurance (Takaful) as: “[…] an arrangement 
based on mutual assistance under which Takaful participants agree to contribute to a com-
mon fund providing mutual financial benefits payable to the Takaful participants or their ben-
eficiaries on the occurrence of pre-agreed events”. Takaful accumulates contributions that 
have significant impact on economic development (Muye & Hassan, 2016). Life insurance 
penetration, diffuses with the depth of the banking sector and economic growth, has a long-
term effect on stock market capitalisation, which, as a result, makes insurance operators the 
major players in shares, bonds, and real estate sectors in many provinces (Pradhan, Arvin, 
Norman, Nair, & Hall, 2016). Since Takaful is considered to be in the insurance family, there 
is no doubt that it should be perceived as a main player in promoting development of the 
economy of the country.  
 Takaful has been established in Malaysia since 1984 with Syarikat Takaful Malaysia as 
its first Takaful Operator (Saad, 2012). Takaful has been established over three decades ago, 
but the growth is surprisingly slow and insignificant compared to conventional insurance. At 
the same time, it is not apparent as to whether the existing Takaful Policy holders maintain 
their loyalty with Takaful participation or convert it to the conventional life insurance instead. 
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 This shows that Takaful has not been aggressive enough in its promotions to create 
better awareness among consumers. To create awareness, traditional marketing alone is in-
sufficient for them to grow and promoting E-WOM has been proven to be very significant 
towards industrial growths (Amblee, 2016).  
 Takaful undertaking in Malaysia is consistently gaining a higher growth percentage 
rate of 21.9% in 2009, which has escalated as much as 8.4% from the initial percentage of 
13.5% in the previous year (Saad, 2012). Meanwhile, according to Husin and Rahman (2013), 
the Takaful and insurance industry evolve over time with a total recorded premium up to 
almost 10% growth in all sectors, resulted in an extension of up to RM13 billion in mid-year 
of 2007. This proves that the Takaful industry showed consistency in terms of growth specifi-
cally in attaining new participants and customers subscriptions in Malaysia every year and can 
be considered as a potential industry in the long term. Within 20 years, the total accumulated 
Takaful fund showed a hike from an initial amount of RM1.4 million to RM17 billion at the 
end of 2011, stating a mean annual growth rate of 45.9% (Sheriff & Shaairi, 2013).  
 The Takaful industry is considered a new industry that has just emerged in the Malay-
sian economic sector. It can be deduced that Islamic insurance is springing up like mushrooms 
after the rain and significantly growing at a fast rate compared to other industries. Neverthe-
less, somehow in Malaysia, untapped Takaful markets still exist even when it is growing ex-
ponentially (Husin & Rahman, 2016) and this is considered as a problem since majority of 
Malaysians are Muslim. 
 Furthermore, Muslims all around the world still do not quite understand the im-
portance of participating in Takaful for their self-protection. They do not recognise it to be 
the first priority to obtain in their lives. At the same time, the majority of research done in 
Takaful focuses on the conceptual framework of Takaful as many people have low knowledge 
regarding Takaful insurance both in Islamic countries and western countries (Al-Amri, 2015). 
Moreover, Takaful insurance can barely keep pace with the conventional ones to become the 
leading industry, even though most of the population in Malaysia consists of Muslims. Despite 
having tough competition within the insurance sector, the production and accomplishment 
attained by the Takaful operators have positioned themselves at par with local insurers (Sher-
iff & Shaairi, 2013. Since the penetration of Takaful is not vast among consumers, there is 
necessity to have deeper knowledge regarding instruments of electronic word-of-mouth (E-
WOM), intrinsic and extrinsic motives, and satisfaction (Mohd Anas & Suki, 2017). To close 
the gaps, this study aims to investigate the measurement of consumers’ E-WOM, intrinsic and 
extrinsic motives, and satisfaction of Islamic Insurance (Takaful). 
This paper is arranged as follows. The subsequent section reviews the related literature, while 
 Section 3 describes the methodology employed. Section 4 details the analysis of data, 
and Section 5 elaborates on discussion on the findings. The last section offers the conclusion 
and directions for future research. 
 
LITERATURE REVIEW 
This section reviews the literature on Takaful, E-WOM, intrinsic and extrinsic motives, and 
satisfaction. 
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Motivational Theory 
Motives can be referred to “psychological condition that persuade, direct and maintain our 
behaviour as human beings” (Yoo et al., 2013; Woolfolk, 1995).  This type of motive has been 
categorised into two parts which are intrinsic and extrinsic motivation (Deci, 1975; Yoo et al., 
2013). According to Self-determination theory (SDT), intrinsic motivation is referred to “task 
performance in terms of the challenge and benefits offered by execution of the task” (Zohar 
et al., 2015). Individuals become motivated intrinsically when they gain pleasure by 
performing an activity and do not expect to receive any reward (Berdud, Cabases, & Nieto, 
2016). 
 Extrinsic motivation is defined as “the task that is being done for the reason of 
compensation being given as a result of completing the task” (Yoo et al., 2013). According to 
self determination theory, extrinsic motivation describes task performance in which there is 
an expectation of tangible rewards or avoiding undesired outcomes (Zohar et al., 2015). This 
research has adapted the framework shown in  Figure 1, which emphasises on the Motivation 
theory tested in Yoo et al. (2013)’s study.  
 
 
 
 
 
 
                                                  
 
 
Figure 1: Motivation theory 
 
Expectation Confirmation Model 
Expectation Confirmation Theory (ECT) was widely used to gain insights on customers’ satis-
faction and their behaviour after purchase or consumption of certain products (Oghuma, 
Libaque-Saenz, Wong, & Chang, 2016). According to ECT, “consumers will experience several 
stages in reaching the intention to repurchase”. This stage begins only when customers have 
the initial expectation of the goods or services. Then, they will develop perceptions on the 
performance of the product or services and compare it with their original perceptions 
(Oghuma et al., 2016). ECT then has been extended by Bhattacherjee (2001) in building Ex-
pectation Confirmation Model (ECM) for IS continuance. ECM (Figure 2) is designed using 
three main principles. Initially, the effects of any pre-acceptance variables are seen 
throughout confirmation and satisfaction constructs, this is why ECM prioritises on post-
acceptance variables (Oghuma et al., 2016). Secondly, ECM calculates post-consumption 
expectation  rather than pre-consumption. Lastly, post-consumption is represented by 
perceived usefulness in the theory (Oghuma et al., 2016).  
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Figure 2: Expectation confirmation model 
 
E-WOM 
E-WOM refers to any good or bad testimonials and comments made by consumers about 
products, services, or organisations which were discussed openly via the online medium 
(Hsieh, Hsieh, & Tang, 2012). Customers tend to rely on suggestions from other customers to 
obtain direct feedback and testimonials of brand usage instantaneously, rather than referring 
to marketing messages (Enginkaya & Yilmaz, 2014). Previous researches affirm that people 
have low understanding and awareness of subscribing to a life insurance or Takaful (Zakaria, 
et al., 2016). E-WOM among consumers is considered significant because it exposes more 
about the Takaful industry and creates more understanding among consumers. Indirectly it 
should enhance the community’s awareness about Takaful. However, more studies which in-
corporate and focus on the importance of E-WOM towards the Takaful industry is lacking 
(Mohd Anas & Suki, 2017).  
 
Intrinsic and Extrinsic Motivation 
Intrinsic motivations are categorised into concern for other consumers, self-enhancement 
and social benefit (Yoo, Sanders, & Moon, 2013). Concern for other customers is the motiva-
tion that consumers have towards one’s welfare or those in need of help. Self-enhancement 
refers to motivation that contributes in making people feel good about themselves and to 
increase their self-esteem. Social benefit refers to motivation that consumers receive by in-
teracting with other consumers. Yoo et al. (2013) noted that economic incentives, like re-
wards and compensation, are forms of extrinsic motivation. The influence of intrinsic motiva-
tion on task effort dwindles when extrinsic incentive’s level is high and extrinsic incentives 
significantly moderate the effect between engagement and task effort (Liang, Wang, Wang, 
& Xue, 2018). Overuse of praise and rewards was allied with higher extrinsic motivation and 
not linked to lower intrinsic motivation (Bear, Slaughter, Mantz, & Farley-Ripple, 2018).  
 With support of online social media, technology is the door to information flow. Nev-
ertheless, even when technology triggers the awareness formation process, it is the individual 
themselves who carries out the process. Thus, intrinsic and extrinsic motives related to how 
an individual perceives Takaful policy, their satisfaction, their intention, and the third party 
recommendations they receive directly influence the expected future insurance service out-
come and their action after it takes effect. As an example, it is not apparent as to which motive 
drives consumers to have  E-WOM participation and its effect, whether it contributes towards 
brand loyalty and continuance intention or not. If this is proven to be solid, this will increase 
the awareness of Takaful among consumers through the promotion of E-WOM among con-
sumers, consequently maintaining their loyalty. 
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 E-WOM is vital in promoting Takaful growth as it is proven to boost sales growth (Am-
blee, 2016). To enhance customers’ awareness towards Takaful industry, it is imperative to 
understand the motives of positive E-WOM between consumers whether it is intrinsic or ex-
trinsic. It is yet to be examined whether the consumers’ satisfaction drives positive E-WOM 
among them.  
 
Satisfaction  
Satisfaction reflects consumer responses i.e. pleasures after consuming products or services 
(Woodside, Frey, & Daly, 1989). The scholars conceptualised consumer satisfaction as trans-
action-specific satisfaction, and cumulative satisfaction (Woodside et al., 1989). The first re-
fers to positive experiences from a single purchase of a product or service and its use, whereas 
the latter refers to positive experiences with a product or service after several purchases. 
Customers’ satisfaction generates customer loyalty, commendation and repurchase (Chen et 
al., 2012; Joo, Park, & Shin, 2017; Liang, Choi, & Joppe, 2018; Meesala & Paul, 2018; Vidhya & 
Rajkumar, 2014). 
 
METHODS 
Participants and Procedure  
A total of 300 questionnaires were administered among subscribers of Takaful insurance and 
288 were completed and usable for analysis of data (96% response rate). Of this, males out-
numbered females (56:44). The distribution of age divulges that 44% of respondents were 
less than 28 years old, 31% aged 29-33 years, and 25% more than 34 years old. Respondents 
mainly earned RM5,500 per month.  
 
Questionnaire Development and Instrument 
Section A of the three-section questionnaire presented the demographic characteristics, 
whereas Section B was related to respondents’ experiences in Takaful. Section C’s 16 ques-
tions were designed in a five-point Likert scale, ranging from 1 (strongly disagree) to 5 
(strongly agree). These items were adapted from earlier research (Hew, Lee, Ooi, & Lin, 2016; 
Yoo et al., 2013) which referred to intrinsic motives (6 items), extrinsic motives (3 items), 
satisfaction (4 items), E-WOM (3 items). The details are described below. 
 Intrinsic motivation are desires to release efforts on certain work purely based on 
one’s own interest and thrill of the work itself (Llopis et al., 2016). This research operational-
ised Intrinsic Motives based on the elements defined in prior research on motivation theory 
(Yoo et al., 2013). The elements are presented in the questionnaire given to respondents 
adapting the 5-Point Likert scale in which number 5 shows highest agreement from respond-
ents and number 1 shows the highest disagreement. Table 1 shows the elements and meas-
urement in Brand Loyalty. 
 
Table 1: Measurement of intrinsic motives 
Statements 
I write comments on customer review because I want to help others with my positive experience 
with Takaful participation. 
I write comments on customer review because I want to give others the opportunity of participating 
the right Takaful plan,. 
I write comments on customer review because this way I can express my joy about good participa-
tion in Takaful 
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I write comments on customer review because I feel good when I can tell others about my Takaful 
participation successes. 
I write comments on customer review because I believe a chat among like-minded people is nice 
thing. 
I write comments on customer review because it’s fun to communicate this way with other people 
in the community. 
 
 When consumers post a customer review or share their experience because of state-
ments mentioned above (Help others with own experience; give others opportunity of partic-
ipating the right plan; express joy on good participation; feel good on success Takaful partici-
pation; believe chat among like-minded people is nice; fun to communicate with people 
through their experience sharing) they are considered as having high intrinsic motives of shar-
ing their experience through an online medium. If they have disagreement against these 
above-mentioned statements, they are considered to have low or no intrinsic motivation to 
share or participate in any E-WOM regarding Takaful services.  
 Extrinsic motivation can be defined as a job being executed due to compensation be-
ing given as the result of finishing the job (Yoo et al., 2013). Adapting the prior research (Yoo 
et al., 2013), extrinsic motives of sharing their Takaful participation was operationalised 
through few statements that are considered as thought by the consumers. Table 2 shows the 
items in the questionnaires that were given to respondents which adapted the 5-Point Likert 
scale whereby the number five marks the highest agreement from respondents whereas 
number one shows the highest disagreement from the respondents. 
 
Table 2: Measurement of extrinsic motives 
Statements 
I write comments on customer review because of incentives I receive (e.g cyber money). 
I write comments on customer review because I receive a reward for my writing. 
I write comments on customer review because I can get discount coupons/rebates on my monthly 
savings in Takaful.  
 
 Consumers are perceived to have extrinsic motivation of sharing their experience 
through E-WOM when they: share their experience because they receive incentives; receive 
rewards for their writing; and get discount coupons/rebates on their contribution. If the re-
spondents show disagreement toward the above-mentioned statements, they are considered 
to have low or no extrinsic motives to share their experience on participating in a Takaful 
policy. The measurement of these items were all verified by (Yoo et al., 2013). 
 Consumer’s satisfaction is related to the happiness, attainment and joy that consum-
ers have towards a brand and its goods or services through their expectations and the whole 
experience with the brand (Thaichon et al., 2014). Adapted from prior research (Hew et al., 
2016), satisfaction of having the Takaful policy was operationalised through statements gaug-
ing consumer thoughts. Table 3 indicates the items in the questionnaire. A 5-Point Likert scale 
was used whereby the number five marks the highest agreement from respondents whereas 
number one shows the highest disagreement from respondents. 
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Table 3: Measurement of satisfaction 
Statements 
My choice to participate in Takaful was a wise one 
I am happy that I participate in Takaful savings. 
Participating in Takaful subscription makes me feel very satisfied. 
Participating in Takaful subscription makes me feel very delightful. 
 
 The consumer is perceived to have highest satisfaction when they believe that their 
choices of subscribing to  a Takaful policy is a wise one, when they feel happy to have Takaful 
savings, and when they feel satisfied and delightful at having Takaful. If they have disagree-
ment against these above-mentioned statements, they are considered to have low satisfac-
tion with their participation in Takaful subscription. The measurement items of “My choice to 
participate in Takaful was a wise one” and “I am happy that I participate in Takaful savings” 
were originally from Lim, Widdows, and Park, (2006) before being used by (Hew et al., 2016). 
Meanwhile, items “Participating in Takaful subscription makes me feel very satisfied” and 
“Participating in Takaful subscription makes me feel very delightful” were verified by (Hsu & 
Lin, 2015). 
 E-WOM refers to any good or bad testimonials and comments made by consumers 
about products, services, or organisations which will then become open to the public through 
the online medium (Hsieh et al., 2012).This research operationalised positive E-WOM based 
on elements defined and verified in prior research (Agag & El-Masry, 2016). The elements are 
presented in the questionnaire with a 5-Point Likert scale in which number 5 shows the high-
est agreement from respondents and number 1 shows the highest disagreement. Table 4 
shows the elements and measurement of Positive E-WOM among consumers. 
 
Table 4: Measurement of E-WOM 
Statements 
I am willing to recommend this Takaful service and its other product/services to others. 
I usually say positive things about this Takaful and its product/services. 
I will tell my family/friends to participate in Takaful services. 
 
 Consumers have the tendency of participating in E-WOM when they are: willing to 
recommend this Takaful service and its other services to others; usually say positive things 
about Takaful and its services; and will tell their family and friends to participate in a Takaful 
subscription. If they have disagreement against these above-mentioned statements, they are 
considered to have low probability in giving E-WOM or sharing their experience with others 
in terms of their Takaful subscriptions. 
 
Statistical Analysis 
Exploratory factor analysis was executed via the Statistical Package for Social Sciences (SPSS) 
computer program version 21 to encapsulate and condense the factor items related to the 
study. Each measurement item was extracted using principal components analysis method 
and rotated via the varimax method. 
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DATA ANALYSIS 
Factor analysis of the sixteen measurement items yielded four factors with all eigenvalues 
exceeding 1.00, and all statements well-loaded with loadings 0.50 and above (see Table 5). 
The procedure produced Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy = 0.939, 
and Bartlett’s test of sphericity = 7773.076, df = 276, and p = 0.000. The results infer that 
multivariate normality assumption was encountered (Hair, Black, Babin, Anderson, & Tatham, 
2010). The first factor was labelled as intrinsic motives, while extrinsic motives were termed 
for the second factor. The third factor was entitled satisfaction, and the final factor was des-
ignated E-WOM. 
  
Table 5: Exploratory factor analysis 
Statements Factors 
IM EM SAT E-WOM 
“I write comments on customer review because I want to 
help others with my positive experience in participating 
Takaful subscription” 
0.877    
“I write comments on customer review because I want to 
give others the opportunity of participating the right Taka-
ful Subscription” 
0.864    
“I write comments on customer review because this way I 
can express my joy about good Takaful Participation” 
0.872    
“I write comments on customer review because I feel 
good when I can tell others about my Takaful participation 
successes” 
0.869    
“I write comments on customer review because I believe 
in a chat among like-minded people” 
0.863    
“I write comments on customer review because it’s fun to 
communicate this way with other people in the commu-
nity” 
0.896    
“I write comments on customer reviews of Takaful be-
cause of incentives I receive (e.g. cyber money)” 
 0.927   
“I write comments on customer reviews of Takaful be-
cause I receive a reward for my writing” 
 0.960   
“I write comments on customer reviews of Takaful be-
cause I can get discount coupons/rebates on my monthly 
savings in Takaful” 
 0.933   
“My choice to participate in Takaful was a wise one”   0.746  
“I am happy that I participate in Takaful savings”   0.788  
“Participating in Takaful subscription makes me feel very 
satisfied” 
  0.799  
“Participating in Takaful subscription makes me feel very 
delighted” 
  0.726  
“I am willing to recommend this Takaful service and its 
other products/services to others” 
   0.762 
“I usually say positive things about this Takaful and its 
product/services” 
“I will tell my family/friends to participate in Takaful ser-
vices” 
   0.596 
 
0.770 
Eigenvalue 10.825 3.148 2.748 1.299 
% of variance 45.105 13.116 11.451 5.411 
Notes: IM = Intrinsic motives; EM = Extrinsic motives; SAT = Satisfaction; E-WOM = Electronic word-of-mouth 
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Exploratory Factor Analysis of Intrinsic Motives 
Intrinsic motives, the first factor, comprised of six items. The results in Table 5 show that all 
item loadings surpassed 0.50 (ranging from 0.863 to 0.896). The eigenvalue of this factor is 
10.825 with percentage of variance explained at 45.105 percent. From six significant items, “I 
write comments on customer review because it’s fun to communicate this way with other 
people in the community” appears as the most central item in this factor with a factor loading 
of 0.896, followed by the item “I write comments on customer review because I want to help 
others with my positive experience of participating in Takaful subscription” with a loading of 
0.877. The least significant item was “I write comments on customer reviews because I believe 
in chats among like-minded people with a loading of 0.863.    
 
Exploratory Factor Analysis of Extrinsic Motives 
The second factor is called extrinsic motives which comprised three significant items. The item 
factor loadings ranging from 0.927 to 0.960, which exceeded the recommended value of 0.50 
(see Table 5). The first referred to the statement “I write comments on customer reviews of 
Takaful because I receive a reward for my writing”, while the latter statement was “I write 
comments on customer reviews of Takaful because of incentives I receive (e.g. cyber money”. 
The statement “I write comments on customer reviews about Takaful because I can get dis-
count coupons/rebates on my monthly savings in Takaful” had loadings of 0.933. These values 
were ahead of the suggested limit of 0.50 noted by Hair et al. (2010). The percentage of vari-
ance explained of this factor is 13.116 percent, while the eigenvalue is 3.148. 
 
Exploratory Factor Analysis of Satisfaction 
Satisfaction encompassed four items and no items were removed as all loadings outper-
formed the minimum value of 0.50 (see Table 5). All items have loading ranges between 0.726 
and 0.799. The most important statement that represented satisfaction is that “Participating 
in Takaful subscription makes me feel very satisfied”, followed by the statement  “I am happy 
that I participate in Takaful savings” (loadings = 0.788), and statement “My choice to partici-
pate Takaful was a wise one” (loadings = 0.746). Indeed, the loadings for the statement “Par-
ticipating in Takaful subscription makes me feel very delighted” is also satisfactory i.e. more 
than 0.50. The eigenvalue of this factor is 2.748 with the percentage of variance explained at 
11.451 percent. 
 
Exploratory Factor Analysis of E-WOM 
Table 5 also shows the three items used to measure E-WOM. The eigenvalue of this factor is 
more than 1. The loadings for this factor range from 0.596 (i.e. statement “I usually say posi-
tive things about this Takaful and its product/services”) to 0.770 (i.e. statement “I will tell my 
family/friends to participate in Takaful services”). Loadings for statement “I am willing to rec-
ommend this Takaful service and its other product/services to others” was 0.762. The values 
signify that the factor items fit to represent the factor. The factor explained 5.411 percent of 
the variance.  
 
Descriptive Statistics of Variables 
Descriptive statistics show the average response and the outcome frequency for each factor 
in this research. The majority’s response will be described thoroughly. Table 6 shows the de-
scriptive statistics for satisfaction of which a majority of the respondents showed satisfaction 
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towards Takaful participation with the highest mean recorded to be 4.7604 (full Score was at 
5) in the statement “My Choice to participate Takaful was a wise one” and the lowest mean 
recorded is 4.6042. This shows that satisfaction towards Takaful participation by respondents 
are at a high level with a total of 92 percent (of full score). 
 
Table 6: Descriptive statistics of satisfaction 
Items Strongly 
Disagree 
Disagree Neutral Agree Strongly 
Agree 
Mean 
My Choice to par-
ticipate Takaful 
was a wise one. 
0 0 18 (6.3) 33 (11.5) 237 (82.3) 4.760 
I am happy that I 
participate in Taka-
ful savings. 
9 (3.1) 3 (1.0) 18 (6.3) 33 (11.5) 225 (78.1) 4.604 
Participating in 
Takaful Subscrip-
tion makes me feel 
very satisfied. 
0 0 12 (4.2) 45 (15.6) 231 (80.2) 4.760 
Participating in 
Takaful subscrip-
tion makes me feel 
very delightful 
0 0 15 (5.2) 54 (18.8) 219 (76.0) 4.708 
  Note: Percentages are noted in the Brackets 
 
 Table 7 illustrates that the respondents have the intention to continue their participa-
tion in Takaful insurance with the lowest mean recorded to be 4.7813 which is the item “If I 
could, I would like to continue participating in Takaful subscription”. This shows a total of 
95.62 percent from the full score of 5. The highest mean recorded is 4.8125 overall encom-
passing the three items in the continuance intention scale. It can be deduced that respond-
ents are unlikely to stop their Takaful participation. 
 
Table 7: Descriptive statistics of continuance intention 
   Note: Percentages are noted in the Brackets 
 
Items Strongly 
Disagree 
Disagree Neutral Agree Strongly 
Agree 
Mean 
I intend to con-
tinue participate 
in Takaful insur-
ance rather than 
discontinue it 
0 0 15 (5.2) 30 (10.4) 243 (84.4) 4.792 
If I could, I would 
like to continue 
participate in 
Takaful subscrip-
tion. 
0 
 
0 
 
9 (3.1) 
 
45 (15.6) 
 
234 (81.3) 
 
4.781 
I will strongly rec-
ommend others 
to participate in 
Takaful 
0 
 
3 (1.0) 
 
9 (3.1) 
 
27 (9.4) 
 
249 (86.5) 
 
4.813 
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 Based on the mean score obtained from brand loyalty statistics (full score was at 5) in 
Table 8, the respondents seem to have high brand loyalty towards their Takaful services par-
ticipation with at least a minimum mean score of 4.4063 which is 88.12 percent of the full 
score. Majority of the respondents agreed with the statements in brand loyalty, it is recorded 
that the highest mean obtained is 4.604 (full score was at 5) for the item “If a business brand 
provides Takaful schemes services, I will stay with the brand”. 
 
Table 8: Descriptive statistics of brand loyalty 
Items 
(If a business 
brand provides 
Takaful schemes 
services…) 
Strongly 
Disagree 
Disagree Neutral Agree Strongly 
Agree 
Mean 
…I like it more 
than other 
brands. 
3 (1.0) 0 51 (17.7) 57 (19.8) 177 (61.5) 4.406 
…I have strong 
preference for it. 
0 3 (1.0) 33 (11.5) 69 (24.0) 183 (63.5) 4.500 
…I give prior con-
sideration to it 
when I have a 
need for a prod-
uct or service of 
this type. 
0 0 30 (10.4) 63 (21.9) 195 (67.7) 4.573 
…I would recom-
mend it to others. 
0 6 (2.1) 18 (6.3) 63 (21.9) 201 (69.8) 4.594 
…I will stay with 
the brand. 
0 0 27 (9.4) 60 (20.8) 201 (69.7) 4.604 
  Note: Percentages are noted in the Brackets 
 
 Table 9 shows that based on the mean score (full score at 5), a majority of the re-
spondents have high tendency of sharing E-WOM with others regarding the Takaful services 
as the lowest mean score recorded is 4.75 for the statement “I am willing to recommend this 
Takaful service and its other product/services to others.” The other remaining factors both 
recorded a mean score of 4.7604 which is 95.21 percent of the full score. Based on the results, 
it is believed that most of the respondents have no trouble in executing E-WOM among their 
circle. 
 
Table 9: Descriptive statistics of electronic-words-of-mouth 
Items Strongly 
Disagree 
Disagree Neutral Agree Strongly 
Agree 
Mean 
I am willing to 
recommend this 
Takaful service 
and its other 
product/services 
to others. 
3 (1.0) 
 
3 (1.0) 
 
6 (2.1) 
 
39( 13.5) 
 
237 (82.3) 
 
4.750 
I usually say posi-
tive things about 
this Takaful and 
its product/ser-
vices 
0 
 
0 
 
6 (2.1) 
 
57 (19.8) 
 
225 (78.1) 
 
4.760 
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I will tell my fam-
ily/friends to par-
ticipate in Taka-
ful services 
0 
 
3 (1.0) 
 
6 (2.1) 
 
48 (16.7) 
 
231 (80.2) 
 
4.760 
  Note: Percentages are noted in the brackets 
 
 Table 10 deduced that the majority of respondents have intrinsic motives toward shar-
ing their Takaful experience with others with the lowest mean score recorded at 4.50 (full 
score was at 5). The highest mean recorded is the item “I write comments on customer review 
because I feel good when I can tell others about my Takaful participation successes” with a 
mean value of 4.6875. This is 93.75 percent of the full score which is 5. 
 
Table 10: Descriptive Statistics of Intrinsic Motives 
Items 
(I write comments 
on customer review 
because …) 
Strongly 
Disagree 
Disagree Neutral Agree Strongly 
Agree 
Mean 
…I want to help oth-
ers with my positive 
experience partici-
pating Takaful sub-
scription 
3 (1.0) 6 (2.1) 15 (5.2) 36 (12.5) 228 (79.2) 4.667 
… I want to give oth-
ers the opportunity of 
participating the 
right Takaful sub-
scription 
3 (1.0) 6 (2.1) 12 (4.2) 
 
39 (13.5) 
 
228 (79.2) 
 
4.677 
…this way I can ex-
press my joy about 
good Takaful sub-
scription. 
3 (1.0) 6 (2.1) 
 
27 (9.4) 
 
30 (10.4) 
 
222 (77.1) 
 
4.604 
…I feel good when I 
can tell others about 
my Takaful participa-
tion successes. 
0 9 (3.1) 12 (4.2) 
 
39 (13.5) 
 
228 (79.2) 
 
4.688 
…I believe a chat 
among like-minded. 
0 9 (3.1) 
 
42 (14.6) 
 
33 (11.5) 
 
204 (70.8) 
 
4.500 
…It’s fun to com-
municate this way 
with other people in 
the community 
0 9 (3.1) 33 (11.5) 
 
45 (15.6) 
 
201 (69.8) 
 
4.521 
   Note: Percentages are noted in the Brackets 
 
 Table 11 proves that based on the mean scores of the extrinsic motives, the highest 
mean score is 2.7813 (full score was at 5). This shows that the majority of respondents do not 
really have extrinsic motives toward sharing their Takaful experience through an online me-
dium. The item “I write comments on customer review because I can get discount coupons/re-
bates on my monthly savings in Takaful” has the lowest mean score with a value of 2.4063, 
only 48.13 percent of the full score of 5. This shows that extrinsic motives are not the highest 
variable for respondents to share their Takaful experience through online channels. 
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Table 11: Descriptive Statistics of Extrinsic Motives 
Items 
(I write comments 
on customer review 
because …) 
Strongly 
Disagree 
Disagree Neutral Agree Strongly 
Agree 
Mean 
…of incentives I re-
ceive (e.g cyber 
money) 
105 (36.5) 42 (14.6) 27 (9.4) 39 (13.5) 75 (26.0) 2.7 81 
… I receive reward for 
my writing. 
120 (41.7) 36 (12.5) 42 (14.6) 21 (7.3) 69 (24.0) 2.594 
…I can get discount 
coupons/rebates on 
my monthly savings 
in Takaful 
153 (53.1) 18 (6.3) 33 (11.5) 15 (5.2) 69 (24.0) 2.406 
  Note: Percentages are noted in the Brackets 
 
Reliability and Validity Analysis 
Reliability and validity of the measures were assessed to ensure the data results to be reliable 
and valid. Reliability of the measurement items was tested via Cronbach’s alpha and compo-
site reliability, while validity is checked through assessing the convergent and discriminant 
validity of all constructs. Table 12 details that the readings of Cronbach’s alpha spread from 
0.806 to 0.964, which exceeded the recommended 0.70 critical value by Hair et al. (2010). 
Likewise, the composite reliability for all factors are also above 0.70, which comply with the 
cut-off criteria set by Hair et al. (2010). The results imply an adequate reliability among the 
indicators. 
 
Table 12: Construct Reliability and Validity 
Factors Correla-
tion 
 Corffi-
cient 
Cronbach's 
Alpha 
Composite  
Reliability 
(CR) 
Average  
Variance Ex-
tracted  
(AVE) 
Square 
Root of 
AVE 
Intrinsic Motives 0.618* 0.964 0.971 0.848 0.921 
Extrinsic Motives 0.162* 0.945 0.965 0.901 0.949 
Satisfaction 0.613* 0.806 0.888 0.726 0.852 
E-WOM 1.000 0.831 0.899 0.748 0.865 
     * Significant at the 0.01 level (two tailed) 
 
 Next, a convergent validity is checked via average variance extracted (AVE). The read-
ing of AVE is considered adequate when its values are in excess of the least possible tolerable 
limit of 0.50 (Fornell & Larcker, 1981). The AVE scores for the present study are all beyond 
the minimum anticipated 0.50 value. Additionally, the discriminant validity is checked by en-
suring the square root of the AVE of the factor was greater than the correlation coefficients. 
Table 12 details that these criteria were also met. Indeed, all correlation coefficients do not 
surpass 0.70. The findings imply an acceptable convergent and discriminant validity as well as 
absence of multicollinearity. The correlation coefficients depict that consumers’ E-WOM was 
strongly influenced by intrinsic motives (r=0.618, p<0.01), followed by satisfaction (r=0.613, 
p<0.01). Moreover, consumers’ E-WOM also significantly associated with extrinsic motives 
(r=0.162, p<0.01). 
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DISCUSSION  
This study investigated the measurement of consumers’ E-WOM, intrinsic and extrinsic mo-
tives, and satisfaction of Takaful. Factor analysis of the sixteen measurement items yielded 
four factors with all eigenvalues surpassing 1.00, and all statements obtaining loadings of 0.50 
and above. Of the sixteen measurement items, the statement “I write comments on customer 
reviews of Takaful because of incentives I receive (e.g. cyber money” derived from the extrin-
sic motives factor had the highest factor loadings, inferring the most important item rated by 
respondents. The next most important statement is “I write comments on customer review 
about Takaful because I can get discount coupons/rebates on my monthly savings in Takaful”, 
followed by “I write comments on customer reviews of Takaful because of incentives I receive 
(e.g. cyber money)”. 
 Positive E-WOM affects consumers’ satisfaction (Chen et al., 2012; Hennig-Thurau, 
Gwinner, Walsh, & Gremler, 2004). Marketers should seek methods to drive more E-WOM 
among consumers to increase the likelihood of consumers’ satisfaction with their goods and 
services. Consumers voluntarily share their experience of Takaful online willingly out of the 
excitement itself while some consumers receive rewards for their writing. This is probably 
why some of the consumers have become Takaful consultants themselves thus getting re-
wards for their sharing through their own sales drive. Takaful operators should always be ac-
tive and responsive online daily to encourage more interaction among consumers with re-
gards to their Takaful participation. This platform must not be restricted to only one site but 
flexible to many sites with larger audiences.  
 When encouraging consumers’ extrinsic motives, Takaful operators need to provide 
more rewards/discounts or promotional compensation for those who willingly share their 
positive experiences through the online medium. It is imperative for Takaful operators to 
maintain and keep their existing customers compared to focusing only on seeking new cus-
tomers. Increasing the satisfaction level of consumers’ Takaful participation would help build 
their brand loyalty. Having customers that have brand loyalty proves to be beneficial to all 
organisations as it helps grow revenue and profit as well as encourage the betterment of or-
ganisations. Marketers should start venturing into online platforms to reach customers as E-
WOM affects their continuing intention in Takaful participation to ensure customer retention. 
Building rapport with consumers is a necessity through social media such as Instagram, Face-
book, and LinkedIn. 
  
CONCLUSION 
This study offers significant implications to managers as it would help to promote the growth 
and importance of the Takaful industry in Malaysia. It aids them to identify Takaful satisfac-
tion and loyalty of customers by inspecting the motives of E-WOM regarding the Takaful pol-
icy. This would help increase the efficiency of Takaful management by Takaful operators. Fur-
ther, this study adds to the extant literature on consumer behaviour by developing vigorous 
measures. The results indicate a vibrant viewpoint for companies to identify elements of con-
sumers’ E-WOM, intrinsic and extrinsic motives, and satisfaction related to Takaful. However, 
utilisation of larger samples in wider geographical markets by future researchers may help to 
improve generalisability of the present findings. Furthermore, examination of the direct rela-
tionships of the factors derived from exploratory factor analysis on the dependent variable 
using multivariate data analysis such as a structural equation modelling technique is essential. 
Indeed, research efforts to inspect the presence of mediating and moderating effects are also 
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necessary. Aspects such as trust and loyalty in mobile SNS is also appropriate for inspection 
(Suki, 2012; Suki & Suki, 2016, 2017, 2018). 
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